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Abstract
The main purpose of this paper is to investigate the level of awareness of corporate social responsibility (CSR) concept and to
identify how CSR activities are planned and organised in Romania – Centre Development Region. Presented results are based on
a complex research conducted in order to get information of whether the CSR practice has been implemented in organisations.
This data, collected by questionnaire based survey, were organized and analyzed in SPSS. Results have shown that in the
surveyed organizations CSR practices are not enough understood and used. Taking into account the research results, we provide
some recommendations.
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1. Introduction
Taking into account the need for a sustainable development, Corporate Social Responsibility (CSR) has become
an extremely important subject not only for companies but also for communities and public policy. In a globalized
economy, taking into account the fierce competition, CSR is often considered a very important premise for
businesses to gain and sustain competitive advantages.
In its communication "Towards a global partnership for sustainable development", the Commission has stressed
that globalisation may result in negative effects if it goes uncontrolled. CSR public policies may help shape
globalisation in a positive way by promoting good company practices that complement public efforts for sustainable
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development (COM, 2002, 82 final). The Commission stressed that to be sustainable, development must strike a
balance between the economic, social and environmental objectives of society, in order to maximise well-being in
the present, without compromising the ability of future generations to meet their needs.
Nowadays it is very important to start doing business in a responsible way. In this context, Corporate Social
Responsibility (CSR) has grown in importance for organizations because their most important stakeholders expected
that through their work they aim not only economic, but also environmental, social and community issues, which are
relevant for them. As a response to social, environmental and economic pressures, an increasing number of European
organizations are promoting their corporate social responsibility strategies.
In its contribution to the March 2005 Spring Council, the European Commission recognised that CSR “can play a 
key role in contributing to sustainable development while enhancing Europe’s innovative potential and
competitiveness” (COM, 2005, 24).
2. Definitions of corporate social responsibility (CSR)
What does corporate social responsibility (CSR) mean? This term may refer to a lot of issues. Therefore, there is
no single definition of this concept. Although this term is not new, it has evolved conceptually both in academic
literature and in business.
The neo-classical sustainers considered that the ultimate social responsibility of business is profitability, if done
in an ethical way and in obedience to the law. Milton Friedman - the Nobel Prize winning Economist – and other
neo-classical sustainers of the concept known as the ‘shareholder model’ argued that companies are not responsible
for society as a whole. They considered that only individuals have social responsibilities, while companies seek only
the welfare of shareholders. "There is one and only one social responsibility of business-to use its resources and
engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say,
engages in open and free competition without deception or fraud." (Milton Friedman, 1970).
The shareholder model has been cast doubt by scholars. Bowen (1953) introduced the idea of social
responsibilities of business people in a wider sphere than pure profit-seeking. He was one of the first authors who
attempted to define CSR. According to Bowen, CSR is the policies, the decisions, and the actions that align with the
goals and values of society.
At the beginning of the twentieth century social performance was linked with the market performance in order for
business to create a rich and healthy society. The pioneer of this view was Oliver Sheldon. He encouraged
management to take the initiative in raising both ethical standards and justice in society through the ethic of
economising (1923, cited in Bichta, 2003). By doing so, business provides wealth in society and increases its
standard of living whilst retaining a satisfactory level of profit.
As a modern term, CSR has already been introduced during the 1950s (Bowen, 1953). However, it has been
recognized and supported by most organizations only recently.
Over time, scholars have examined and classified the concept and theories of corporate social responsibility
(CSR). Different perceptions of CSR have generated a series of misunderstandings and have created barriers for
organizations in the way they approach CSR opportunities and challenges. Although the concept of corporate social
responsibility (CSR) has been very much debated for over 50 years, there is no consensus and a generally valid
definition. (Carroll, 1991; Jones, 1995; Jones, 1999; McWilliams and Siegel, 2001; Schwartz and Carroll, 2003;
Porter and Kramer, 2006; Cetindamar and Husoy, 2007; Smith, 2007; Blowfield and Murray, 2008; Fifka, 2009;
Freeman, 2010 etc.).
The definitional confusion surrounding corporate social responsibility might potentially be a significant issue. So,
definitions of CSR range from highly conceptual to very practical or managerial statements. Secchi (2007) considers
that “owing to the evolving meaning of CSR and the huge number of scholars who have begun to analyze the issue
in recent years fresh efforts are needed to understand new developments. Since there is a great heterogeneity of
theories and approaches, the task remains a very hard one, mainly because heterogeneity derives from multi-
disciplinary diversity”. Lee (2008) also reported that the definition of CSR has been changing in meaning and
practice.
Here are some definitions:
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• In July 2001, the Commission presented a Green Paper “Promoting a European Framework for Corporate
Social Responsibility” (COM, 2001, 366). The paper defined CSR as “a concept whereby companies integrate social
and environmental concerns in their business operations and in their interaction with their stakeholders on a
voluntary basis”.
• Corporate social responsibility (CSR) is a “behaviour by businesses over and above legal requirements,
voluntarily adopted because businesses deem it to be in their long-term interest”. (European Commission COM,
2002, 347 final, p.5).
• The World Business Council for Sustainable Development considered "Corporate social responsibility is the
commitment of business to contribute to sustainable economic development, working with employees, their
families, the local community and society at large to improve their quality of life.” (WBCSD, 1999, p.6).
• The World Economic Forum has its version of a global compact called “Corporate Global Citizenship” which is
fundamentally in the enlightened self-interest of global corporations since their growth, prosperity and sustainability
is dependent on the state of the global political, economic, environmental and social landscape.” Corporate
citizenship is and has to be part of the company business model. The enterprise should be profitable and sustainable.
It must balance the expectations of a wide range of stakeholders, including customers, suppliers, the communities in
which it operates governments and aid agencies, among others. CSR involves companies integrating social and
environmental objectives in their business operations and in their interaction with the actors concerned.”
• ISO 26000 Working Group on Social Responsibility consider that “Social responsibility (is the) responsibility
of an organisation for the impacts of its decisions and activities on society and the environment through transparent
and ethical behaviour that is consistent with sustainable development and the welfare of society; takes into account
the expectations of stakeholders; is in compliance with applicable law and consistent with international norms of
behaviour; and is integrated throughout the organisation. (Slob & Oonk, 2007).
• “Corporate social responsibility is the overall relationship of the corporation with all of its stakeholders. These
include customers, employees, communities, owners/investors, government, suppliers and competitors. Through
effective CSR practices, organizations will: achieve a balance between economic, environmental and social
imperatives; address stakeholders’ expectations, demands, and influences; sustain shareholder value.” “CSR must be
considered a core value of the company—that the expectations of all the company’s key stakeholders must be
considered when making business decisions. It also requires a mindset that is in tune with the society and
community in which a company lives and makes its living.” (Khoury et al, 1999).
Based on the results of a survey of international experts in corporate social responsibility and sustainable
development, in 1994 John Elkington coined the term ‘triple bottom line’ (Elkington, 1997). In 1995, he also
developed the 3Ps formulation, often paraphrased as "Profit, People, Planet", or referred to as "the three pillars".
Elkington proposes that an organisation's license to operate in society comes not just from satisfying stakeholders
through improved profits (the economic bottom line), but also by improving its environmental and social
performance (Elkington, 2004).
Nowadays there is a large consensus regarding the fact that People-Planet-Profit, also known as the triple bottom
line are words that should be used and practiced in every organization. Following this three pillars approach, CSR
can include economic issues (to make profit), social issues (sensitiveness and respect towards different and changing
social and cultural norms and values), environmental issues (to respect the environment and to care for the constant
improvement of its condition) or a combination of these three pillars (Garriga et al., 2004).
In practice, each CSR theory presents four dimensions related to profits, political performance, social demands
and ethical values. The findings suggest the necessity to develop a new theory on the business and society
relationship, which should integrate these four dimensions (Garriga et al., 2004).
Unfortunately, the CSR definitions are describing a phenomenon, but fail to present any guidance on how to
manage the challenges within this phenomenon. Therefore, the challenge for business is not so much to define CSR,
as it is to understand how CSR is socially constructed in a specific context and how to take this into account when
business strategies are developed.
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3. Study regarding the knowledge level, planning and organising of CSR activities in Centre Development
Region (Region 7), Romania
3.1. The purpose and objectives of the research
The purpose of research is to study the knowledge and development of Corporate Social Responsibility (CSR) in
Centre Development Region of Romania.
The research objectives. Among the objectives set by the research, we highlight three that are directly related to
this paper:
• O1. Determining the knowledge level regarding the concept of CSR.
• O2. Identifying ways of planning and organizing CSR activities.
• O3. Drawing relevant conclusions and recommendations.
3.2.  Population universe and the sampling
The Development Region Center of Romania lies in Transylvania and consists of six counties (Alba, Braov,
Covasna, Harghita, Mure and Sibiu). Together they cover 14.3 % of the Romanian territory. For this study there
were surveyed managers and employees aged 25-65 in the organisations from all six counties.
To establish an appropriate survey basis for the conducted survey, there were used data from Employment
Agencies in those counties. Of the 2745 questionnaires sent 98 were returned, which represents a response rate of
3,6% and of these, 78 questionnaires were valid.
3.3. Methods and tools used
A questionnaire to study the knowledge and development of Corporate Social Responsibility (CSR) in Centre
Development Region of Romania was used for the research.
Information collection was conducted online, via the computer application support provided by the platform
Freeonlinesurveys.com. In conducting this work we aimed to minimize errors due to non-response, inadequate
samples and incorrect answers of the respondents. Data collection for the survey of CSR took place in June 2013 in
all participating counties.
In order to facilitate achieving the targets, in the developed questionnaires open questions, closed questions and
mixed were used. The survey was unconcealed, the aim being known from the beginning by the respondents.
Before sending the questionnaire to the respondents it was tested in a panel of eight people (4 representatives
from firms - large, medium, small and micro; 2 NGO representative; 2 representatives of public institutions) to
detect any errors and to determine the perception and clarity of questions. After testing the suggestions and
recommendations were taken into consideration and incorporated.
For data processing and analysis, the IBM SPSS Statistics 19 for Windows and Microsoft Office 2010 was used.
3.4. Errors and limitations
We believe that the most important limitation of the conducted research is due to the sample size (78
respondents). Another limitation derives from the choice made in order to complete the sample size – the option for
the disproportionate variant and an availability sample. In this regard, we would like to argue that even if using the
disproportionate variant, the subjects from the sample do not correspond to their statistical reality in terms of their
percentage in total employers from all Central Region counties, it was started from the hypothesis that for the theme
and context of the research, certain groups, namely that of the large, medium and small employers, show greater
importance than the group of microenterprises. As a result, greater weight was given to these groups, reflected in a
greater number of selected components, without eliminating the microenterprises.
The presented results cannot be extrapolated beyond the universe of the population. These results should be
considered in the light of the case study, even if they can help build a critical indicator in defining the core values.
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3.5. Demographic data. Profile of the companies surveyed.
The population universe is represented by public companies and public institutions in Centre Development
Region (Alba, Brasov, Covasna, Harghita, Mures, Sibiu).
In the research there has been considered the organizations’ classification according to different criteria: size
(microenterprise, small and medium enterprises, large enterprises); ownership (public, private, mixed) ; form of
capital (Romanian capital, foreign capital, mixed) ; experience (working for more than 15 years, 13-15 years, 9-12
years, 6-9 years, 3-6 years, under 3 years).
Data regarding the profile of the studied organizations have helped us form a more complete picture on the
sample, understand the environment from where we collect the information from all sections of the questionnaire
and confirm the respondents’ diversity by ensuring that information will not be reported to a narrow niche of the
companies obtained and that the results of this study will be relevant.
3.6. The research results
A. Understanding the concept of Corporate social responsibility (CSR)
After processing the data obtained from the questionnaires, it was found that 45% of respondents have very poor
and poor knowledge regarding this concept (24% respectively 21%), and 32% at a moderate level. Only 23% have
good knowledge. No respondent knows very well this concept (figure 1).
Figure 1: Knowing the Corporate Social Responsibility concept
Source: Authors' computation
The score is 2.52 on a Likert scale from 1 to 5 (1 -”Very poor”, 5 - ”Very good”). This indicates a relatively low
level of knowledge on this subject (between poor and moderate).
B. Source of information on the concept
For those aware of the concept of CSR, the personal interest in documentation and information can be noticed –
even if it was not addressed in its full complexity, but only in certain segments of it. Therefore, the majority of
respondents (63%) informed themselves on the CSR concept from publications, websites, blogs, articles addressing
it, and 19% have found this information from media sources. The CSR concept was addressed also in projects
undertaken by organizations (7%). Training centres and higher education institutions in Romania also addresses the
concept - as modules in the different subjects conducted in training programs, undergraduate or master's programs
(e.g. within the subject: Business Ethics), representing a source of information and knowledge of the concept (10%).
Unfortunately, for only 1% of respondents CSR the information was obtained directly from the organizations in
which they work (Figure 2).
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Figure 2: Source of information
Source: Authors' computation
C. What do respondents understand by CSR?
Respondents were asked to indicate to what extent they think the following statements characterize the CSR
concept (1 – „very little”, 5 – „very much”). It is noted that they identify quite well the breadth of applicability of
CSR actions (Figure 3).
Figure 3: What do respondents understand by CSR
Source: Authors' computation
The respondents do not consider that CSR refers only to a specific area, but rather to a multitude:
• A voluntary action that integrates social concerns in the organization’s activities (Volunteer, Sponsorship /
Philanthropy) – Score=3.75;
• A voluntary action that integrates concerns about the environment in the organization’s activities to –
Score=3.79;
• A means to promote the organization (advertising) / A marketing tool – Score=3.11;
• A way to attract new customers or retain old customers – Score=3.02;
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• A way to support the activities of NGOs and the ideas they promote – Score=3.43;
• A way to create and maintain relationships with stakeholders – Score=2.96;
• A way to attract and retain the best employees – Score=3.15.
D.  Evaluating the organization’s degree of involvement in planning and organizing CSR activities
• Are CSR policy commitments embedded in institutional policies of the organization defined?
The research indicates a low level of organization involvement in CSR activities. In 60% of the organizations the
CSR policy commitments embedded in institutional policies are defined in a very small and small extent (40%
respectively 20%). Only 10% claimed that they are defined in a great extent and 6% in a very great extent (figure 4).
Figure 4: CSR policy commitments embedded in the institutional policies
Source: Authors' computation
The calculated score is 2.22, indicating a low level of involvement in defining CSR policies and their integration
in organizational policies.
• Are the strategic and specific objectives and the CSR indicators regarding economic, social and environmental
aspects identified?
In 56% of the organizations the strategic objectives, specific objectives and CSR indicators on economic, social
and environmental impacts are identified in very small and small extent (40% respectively 16%); in 28% moderate
(no small nor large extent). Only in 16% of organizations they are identified in a great and very great extent (12%
respectively 4%) (Figure 5).
Figure 5: Identification of the strategic, specific objectives and the CSR indicators regarding economic, social and environmental aspects
Source: Authors' computation
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The calculated score is 2.24, which underlines a low level of identification of strategic objectives, specific to
CSR and the indicators.
• Is there an action plan that includes specific CSR activities established?
In 58% of cases an action plan that includes specific CSR activities is established in a very small and small extent
(39% respectively 28%). Only 4% of organizations have this plan in a very great extent and 14% in a great extent
(Figure 6).
Figure 6: An action plan that includes specific CSR activities
Source: Authors' computation
The calculated score is 2.34, which indicates a low level of involvement in developing an action plan that
includes specific CSR activities.
• Are there identified business opportunities and competitive advantages that CSR can bring for organizations?
In 62% of organizations business opportunities and competitive advantages that CSR can bring are identified in a
very small and small extent (40% respectively 22%). Only in 8% of organizations CSR opportunities are identified
in a great extent and in 4% in a very great extent (Figure 7)
Figure 7: Identification of opportunities and competitive advantage
Source: Authors' computation
The calculated score is 2.14, which indicates a low degree of identification of business opportunities and
competitive advantages that can be generated by implementing CSR actions.
• Is the CSR team established? Who is responsible for the CSR activities?
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56% of respondents said that in their organizations the management team and the representatives (person / team)
responsible for managing CSR activities are not established.
In the surveyed organizations, 82% of respondents said that there is no department or person responsible for
planning and monitoring the CSR action. Moreover, in 46% of organizations any such actions are not carried out.
However, in 36% of organizations CSR activities are carried out, even if there is no department or person
responsible to implement CSR activities. In 8% of the surveyed organizations CSR activities / actions are developed
by the general manager; in 4% - Department of Marketing; in 4% - Human Resources Department and in 2% -
Commercial Department (Figure 8).
Figure 8: The responsibility for CSR actions
Source: Authors' computation
4. Conclusions
The current context of economic development, changes faced by the domestic and international organizations
require their traditional attitude change in relation to the results and performance activity. In the context of
globalization and fierce competition, social responsibility entails legal, ethical, economic or other accountability to
expectations that society has towards companies and also make decisions that balance the needs of all stakeholders.
The study conducted on identifying the knowledge and implementation of the concept of CSR found that the
surveyed organizations are still at the beginning of their change process regarding the implementation of corporate
social responsibility practices. In the research it was found that although organizations largely acknowledge social
responsibility, most have not yet been able to plan and implement CSR-oriented management practices.
Taking into account the research results obtained, in line with all the above-mentioned, we provide some
recommendations which may accelerate CSR practice development in Romanian organisations:
• More concern and involvement in the planning process of CSR practices and their integration in the business
strategy.
• Identifying business opportunities and competitive advantages that can be obtained by CSR implementation.
• Appropriate organization of CSR activities and nominating the department / service / people responsible for CSR
activities.
• Developing a CSR strategy to be integrated into the business strategy.
• Implementation of CSR commitments that flow from the CSR assessment and strategy.
• Creating communications plans and make commitment public.
• Partnerships between the higher educational system and business environment. It is very important to encourage
the dialogue on this subject between the business and education in order to understand and promote CSR
principles and practices. In this context, integrating CSR into education, training and research is a must.
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• Training on CSR subject for managers and employees. A comprehensive approach to training will ensure
employees’ information on the organisation's CSR commitments, programs and implementation. It is important
to educate and train managers and employees through different courses in order to develop CSR knowledge and
skills. The education system, at all levels, plays a crucial role in the fostering of social responsibility.
All these actions will help increase knowledge of the concept of CSR among managers, employees and other
stakeholders, will create a favourable image of the organisation, will increase the customer trust, and on the long
run, will result in quantifiable and non-quantifiable benefits. In our opinion, CSR will be of strategic importance to
ensure the long-term business success. Corporate social responsibility implementation should have a “win-win”
result for all stakeholders. Taking into account the fact that businesses are an integral part of the communities in
which they operate, corporate social responsibility should be an integral part of the new business model.
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